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I. Hag

FAlEEe] S=AlEEd A= AdstAl dAstaL Qv ol
= H AEE & R[S A AdEE A7) e
& 7HA F4o] ARFEdol®: Etetal o= AnjxbEd A 71E EA B8 e E g
thoolgfdk ol e AFAY AHAREY AlFAAEdd o] AlE dAAS H7eln]A|
(country image)7} wj-§- T8 AES 3}7] “Hﬁ‘ola}u AES AAskL Aot
T o2 AEel st hH|AEE] o= AlEs g off, w7folm]#] o]Q]o] Fagh W
2 Qs WA= Flo] vE Aol Bl = (brand) ek 740]‘:} 547|952 Ao His
JAAAZ7] flete] W FAE oL, M-S g5staat wgatal 9lown, oAl dojxl A
A A2 719 Fast F3 A (invisible assets) o2 EHE-F a1 9] é, AIAA Q] Th=4]7]
B B 29 S DeoE2ZN FTtor A IARA AFE A F8T &

T by

oA 1960t FHF o], mms FAOE dto] Ilon|A| He AlFe] A
E % (country of origin effect)ol] th3dk ‘5%8 A7) lo} gt 1 AFELS F2 %7]-01‘31111%
A G A7} n|Ae] AFR bl A= Gkl #gk Aol AY, w7kelw|A] AA
Aok, Egk 1980dd) FHF o] % BRIPAO] wefe} A AAl=TIEC] 1
A4S HT F Ae ool 2 we, U9 B2 7YgEe] Fa ¥ 0431
Eoto] 15 HAll=o]| thE 553 oju|A] e VIS AEFoEMN BRufEe
(loyalty)E T4 Ht}. oo BA= 944 (country of branding)ol] ™3 @Az
Az wee} ol ol ek A7 T4 o] TuiEIL sole =
ASH A-E5o] BA Fdrh

olgfgh Wigto| A & A7t I7bo|w|A| 9} 754 S/do] A=) (brand personality) ¥ €
HEo] o= ARAES] e B dEe ojudt JEFs WAEAE golEazp HEA
(BRICs) A9 AHIAFES dio= o]df #3t AFwAS ALste] 47h= 7t Yehde 2po]
= Wwstasl s,
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A5 Hobh £ Age wTtelnAeh e A Aol anlAge] Hals e A - g
AR FoF 9T & 5 2o o] Mol 34 £491 BTN Lnje] Bis
Aglell AR 9FE WA ¢ AeAE Ffﬂéa‘}i 2 vk o3l 4w BAEE 2]
AP BAES Ausies s T %— T HAEd frefdh wFe R desiAl ke oE
A Ee ok2El AEE AL Gtk HAEA flefAl H I Aaker(1997)7F e Bdl=
N SALE Agste] A7E A % ATl T8 Al HEe] /R sokd
At
PR

A RE BYA(BRICs) A9 AR|AEC] S=A¥FS ;L%la}ﬂx} & ) d=o] Irlolmlx|,
g=AlEe] VA A4 2 BAEIN tiste]l 47 ofudt ke Wol=vt s Aol &
A, o]H g BEx 57} 3k ApojH]ulel] wmE AEA oml= FAAI7E ek Aot
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Jo
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uebd 2 de AE7hA SEA R Fud BARNES ITtovA, Ve A &4 AR
ko] AlgE= ohebA (multi—cue) 8ol A Beb2 (Brazil), #JA°HRussia), ¢1%=(India), S
(China) ZAH|AFES] = Hl=Meo] ojumgh QJaks W= o84 & QoA AFEAS
oM, o] ol FaF TS st . Hgh HE | HAUAGeRE WoEal
AE HEA(BRICs) A9 &HARE el Ydehbe zfo]dE Hlal #Ago =4 =799 =

A gl el 444 ouE Folshux dh.

I. o]&4 u3

1. =7}o|m]A]

Schooler(1965)0l ]3] #Hx= %7]-0]‘3]7\101] ek A7) o]Fo W F At 309 A o)A =7
A7, wAWAY, 1g]ar AuRpEEe] gk EdedA ool digh FH s AT7E e o
2.3 gt} =7to]v| A (country image) @ ¢ Exqj—fﬂoﬂ/ﬂ Az AFe] EFZol Fsh drby 14y
olgbal AHoJd 4 lom, o] Hojo| wet wrtoln|A] el He W AFES AFH
A& BAskeH 241S gt5o] stk =, a7te|vAI7L AlFe T EA s
e Aol 1 FRHE o]Fo] & Aotk

Bilkey & Nes(1982)& W& =7kolu|x]o]l thgh thi-2o] A7-52 =7lo|uA| 7} A5l o

It
s

m)
it
o2
H oo
lo
o
=
=
rE e 2
e

g HRHARL ofm|A] Frtel| FEFs FH, webs AnB|Ake] FujoabAA el Fagh WaR AR
gotar ®a Qlvh = 7}01 nRe g o anREe] AE 1 Ao g WAA ARAE
£ s] ofels A9 FujlabaAel Fagt gAE &83 = vl glA e A 9
A4 X3H’\Ji(informatmn cues)?] HEHZ B 4 9ri(aE=w 1998).

? @ halo effect)o]&el oJtH, AB[AFES 1 A9 A3 5448 Fhetst 4= gle v
Aol o= AlEel s w7keln A& Eje Aol £43 vy ’\J%‘(beliefs)%
A HaL, o)Alell o8l AF T AbAA o] @Rk WAl Hrke 740]4 L= 5
(Han 1989; Knight & Sprang 1995)] ¢sl¥ H|= sAEFdA S 54 =7} xﬂwc | ohgk
7158 AEU PSS Fvbeln AR 343t B goksiE o] AnaEe FujoabAA el FEE
WA = o R ERT
w7tolu] A gt ek 7] AFES tiFE I7ke|n|A] ante] EA| o & weled 24
= Flom, O A3 oA gk m7PE, A, 2ejar AR el B AR 4]
2t sollA] 1 EAlshE A o2 ghe Hth(Peterson & Jolibert 1995). Bilkey & Nes(1982)+ ©]
21gk rtolm|Alel gk 27] AFES TFt] It A|7F AR A AnRFES] 1wa
A Azl FEFe mAE AoR AERA AL, Irlolu|A] @] tigh o] 24 AW, w7tolnA] A
FHFE] 9, I7toMA| ol9e] & ArAT eI A Fo4e EHES T 3_?—
W 2 AT &, 259 A= FTbeln A7 AR AEEE A7 ® FejeAbE A
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of mAl= Gl A3 ATE A= AR Al LHAE S A = 7koln|X| 9}
I gt vE V=] HaUEEs SRSk ol <& 1>3 o] aofd = Stk

<3 1>0A B npeh o] B2 dytabse] w7bemA 7} AEEE A2t B At rof
AR AT FEE vt SostaM R, AAl Addbe o8] wrtolwx] vt
A EAe=TE b =de] A&HTd e 2AE AleEl a9l

ol gt AME =7belm|H o] Aol thRk V= AEe] AYal = § ]Z*Oﬂ el b &
W AR B S aqteta o, 53] SRSt nE AEeg e HstE F7tolv#] g3t
of g 71& A7 AAES AN = Bads AlVIshs Aotk A A7l =7tolv]
A mate] EAolh B I el Brieh ddste] AAE AL 3=

7HE T3 A% =7t
£ ARAS/AE E3shs A ARASE A
stazt sk Aotk AR w7bolw|A] g3yt AA| EAS=Tel gl w=dke] AlSH AL e 7
 sag A B 9 FrAlso] Al gk vk el o]Foi7l
Toll A =7keu A7} Anjate] Bl 9 A bl Hlo]H S vE WSl nle| oFgk g3k
S H%7] wEo|th(Johansson, Douglas & Nonaka 1985; Ettenson, Gaeth & Wagner 1988). Tt
AA AEAIS O Y Bilkey & Nes(1982)9] A|#]o]5 Z7to]n]#] Arol|A Untdow A8
ot ZFEOR B 4 9tk

o] o] &gt EHQ AF2A Thorelli, Lim & Ye(1989)% =7Fo]n| |7} Anjzte] AlEE2
Azl oAl ke AU, AFEEETo] 7belnA] Boh B Ak dFS wAAL 3

S5 wo] o1 Schooler, Wildt & Jones(1987)% WA F e} -2 A|3AA =717} A4l F
AR w7boln| A& =537 st 7Y dixAQl gRlew AFFERSTS 53l Qdrh E3
Tse & Lee(1993)2 BHE syl BAAR w7lo|nA & S5k 78 ¥57F 2 7 &
S ®HY a1, Han & Terpstra(1988)E =7folu| A7} A|ZEE4 A Zbo]] w|X|&= Jeke Hal=of oj
sk el o5l AR Yelhdths AS Ho] FolTh

<¥ 1> I7lolu|A] #E 7| A4EAHe] Q9

F8 U AA] A+ Hg] d+
e Jolibert(78), Schooler &

dut o7 AnjRES _ , Gaedeke(73), Johansson et
= AES AF Sunoo(79), White(79), Cattin et J1(85). Ettenson et al(88)
5 = A ,

° al(82), Papadapoulos et al(87)
EAI AT vt Schooler & Sunoo(69),

c = Hallen & Johansson(85), )
MNEE= EYI Lumokin & Crawford(85) Schooler(71), Bannister &

umpkin rawfor
A AT T Saunders(78)
e Baumartner & Jolibert(78), ,

2RSS A}t ) ) Nagashima(77), Hester &

o et 1 Krishnakumar(74), Cattin et _
Aae Assl= A ) Yuen(87), Daser & Meric(87)

al(82), Lumpkin et al(85)
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off 5 =7foln] |9
A& 73}, gL Daser & Meric(87), Helster &
= L o - Han(88)
o= 93-S HAA] | Yuen(87)
s

Nagashima(70,77), Gaedeke(73),
Bannister & Saunders(78),
AEHE Z7o|n A= Ado] Chasin & Jaffe(79), Festervand
et al(85), Lumpkin et al(85),
Wall & Heslop(86)

Erickson et al(84), Hong &

7lolu| x| o] 3k i
I 38 oon ) e |10 S
Cordell(92)
Z7lolu|X] HH = AI7F Nagashima(70,77), Darling(87),
7gtel] whe} Ws) Darling & Wood(90)
gutzl o 7 AnRES Hugstad & Durr(86), Hester & | A tjt}<re] A7}
w7tolu A& QIAEHA] %5 | Yuen(87) Z7boln|x] FIE A|A

AR v A

S7bolulA] ke

Reierson(67), Schooler et

w5 al(87)

2RSS AEEFE A7

T =2 ) Han & Terpstra(88)
o|TH A FFANA Ao

2HRFE T7bolu)X] B-S-ol] | Stephens et al(85),
golgh ukg Papadapoulos et al(87)

A& Samiee, Saeed(1994), “Customer evaluation of products in a global market,” Journal of
International Business Studies, Vol. 25. No. 3, pp. 582—583.

T7kelulA] gaho] EA| o o} wedste] wWrh BAAR A A2 APge] AlAIS} o]t e
AF7E Eds el weh Avjrtee] i Awe] 24S Wes] HEE &
TH(Chao 1993; Li, Murray & Scott 2000). o]&#{gt &4WslE e gtriy 71*4 i%ﬂﬂlﬂ )
ol gk AAFEe] dWkst 7HedE mi wtobd & wiell g % Zoltk AR Ao Al
shol] whe}t 71952 247 (global sourcing)©] 7191 UuHAQl e} Hol WFl o, o=
S7bonA] a3kE o o] @ Akl JigoR vfefshs AL Hltﬂ/—‘éﬂo]a}ﬂ AA S A
ATH Nebenzahl, Jaffe & Lampert 1997; Oszomer & Cavusgil 1991; Samiee 1994). o]e|| u}g}f
kg S gk kol A gate] el ek A7F AEAl J&ELL Qlvk oo A
Q! ¢7"=A] Han & Terpstra(1988)= AZ= oW A7} 3= on| A Kt} A|Fol tigh &n|At
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A AFE WA YL B Chao(1993)% Tikele] H7joln A )7}
| e VA, AZT onAE TRl FAAL} of v w7 ¢l
= SteluAe] BaE o] AlEe] FAAZ 27] Aold de v 5

dafo] Yehs 2 A2 A7 F9 s AlEo]

1992)+ Az o|n|x|¢} FufdA o] #g 7|& A
A SRS askal QSS vEstal, AE] A SHE X3
& AL Atstelct. mrkelu|Hle] et o] AGZ Li, Murray & Scott(2000)& #Z79]
QA= AFY A FAH 7l B 75 8% ¥ 2 JFgS vAa 9o, o

= =
o BF YL AT 9 wol Fu ok

=
X
o,
= O
By
0,
2
2
rd
o
i
2o
ofj
rEI
oo
o
— o
ol
o

& 7P A deiAE AnlaEel FulE S fove Aukg Zeldrks Aolth ®d o
W AFALD) SHEA o] BE BASE 2] BEF AL AU Gk meb sl
AFA BAEI} Bolgoz clste] 1 vAsE ofw vl 2 Ha 24t Bl o

% 21 5
el AFE FYAN T AB B FHRS A Az ke o) Wl B

w3 ot

gk QIZFe WS L NS skl e oY Ak A 5 S0l Adete] AR
of, BAEAGE shte] BAEs} gEE 0 RE @4to] AfEo] dehs Aotk Bl
SRS A B 2 A4S AERE, 71, 714 (package) ol tigh Ao =REH A
Ad AFR A BEEA e AR, JGelmA, ik, Fased, WA
w3k

1 H
(sponsorship), B#=2o] o] AW (symbol), HirZHGx 53 AR50 Yyelhd &% U}
AFEE] TS HEskEdl 2ole dolEo] BHE NS dsd Ho] ARgETh
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Plummer(1985)+<= &+, st ®, 4 W= oju|X| o] QARA o & EWA HA=C
AMA W EAE Farel AAA|o] AFaty] AlZakGITh David Aaker(1991)F H#= 2Rk
(brand equity)®] st Q42A BHA= omx|e} BA= JHS AZAAZT. HT Jennifer
Aaker(1997)+= BAE/NAS F-53617] el dHo EAEC] Bal= 7§42 =(brand personality
scale)Z 7iEslsith 1= oAl 71x) 9] A 8. 41 A A (sincerity), #F7F(excitement), AHAIZH
(competence), A8 (sophistication), 7214 (ruggedness) &< FAI Aol trolel Ao whe} 1}
HAs wuh BAHEsE 2L dejR U S Wl =Yy, o] A8 he BRI F

W Aol HES s A Frhn A1

( Om
o
T

HAY HEQRE X HE 280l FY ABLS BE uasg w9
3 B R BEE D QAR S8 B0 25T 99 A APAFE
o] 1 s G ARE W A Aelm, 1 A el wel Aank Ael

Qe BEABRICS) A9 AHAE] FRASES TUSAA & W 5ol Htoly]
A, FEAFS 715 £ DAYl AT 2uEe) AFHHHEEG Frhelw)e
MG JFL VIAEAE sk Aol ATRHL <9 1>3} Pk

EERE

BY3E E3NI=E

F>}o)u) 7] 151 34 ICESE
1N % 5 3% 200 %

<19 1> 3Ry

AL AGTA L] FrbelulA AT gy AlEe] 4 e )5 F
oz & Aotk 5, Jgle]l FAFHEL B A el Bk B Lulg
A ol W} BA=EZSHANE 74 (visibility) o] E25H HALNE B3}
Nes(1982) 0]l Yepd MPAdFES T2 AF7 B@HE Frlof| 9lof 754 2
of gt ¥ ATolME HARAYe] SHETE Agsjel YA Zuwle] ojnAzt 2zl
Helo ojmat PP MAEAS Avna HAATENA Bo] throld g Frjeln)A]

e
ko
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—LI
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7154 £A43 HuAdE siQlth O yolrb Anjzke] HEls AEE Fujo]eR vro] Bl
(Brazil), #]A]°HRussia), ¢1%(India), ==(China) AP|APEE v, £X1317] ¢t t}L-¢] 7}

’
Be el

EE AE B BAEE SrtouAd] mE S L g S e glew dA sk
om, o3 Z7toln|x|e] JFL w7k AU AL FE R gA FL EEhA gl
TAska lvkar sjAiE o] itk Bilkey & Nes(1982)el <Jalw =7he] Atha HAld 553
AE 3 BIEgrbE SR WAE 7Ha o] BAEdgEe] w2 w7k Al 3 Bl
= BATHe] & w7t HlE WA BrbEE o2 YEldth Wang(1978)2 w5 &H|A}
Eo] FTHA At AFS AFHA AE AFRG A Frhecka dsich A =

Ztolu] 2= AlE 9 Bl=g el F2 gQlojghis Flo] Mol A ¥l A|al glom o]
Aste] b2 7S AAHEIITh

7P 1 7oA M= BEA(BRICs) A9 AH[AFES] Sl =32 Melof] of ks wjXit),

7 11 F7elu|A] g Hekd 4pn[aEe] o J=E Ao o ke mizith

7 1-2 0 7elu|A] Mg Ao} R[] o F=E Ao ke miRIth

7 1-3 : m7toln|A] 4= Q1% AH|AFEY ghar A=E el geks mn)

7P 1-4 1 m7fo|n]A] WMge S AHREY] ke AEE Al ks mRiTh

2. 7157 &4 4%

7152 £448 AE BA=Y FHriel Fujo] glo] AR|AEA Fo3 JYS w vk

Erickson, Johansson & Chao(1984)+ =4kxbe} QjA|alol| W3l 7|54 SAo| whE ou]x] W=
HAE AFsdnh olw AAHE WHeEs 74, FUb] dsaR, AR, T4, ZEREe
T25E, WA (true value) & 67FA 0 1 A3 An|xpe] st digh e 1o o)

& A (beliefs)ol 1814 FAHLRE o] Wl ek, olo] wel BA=HE] JFL v]H
= E e 9008 V)5 £40l Heal BS 35 fiskel thee) e Agsc
7P 2 7159 S BEABRICS) A9 AN B ASE Heo] GFE vk
b 2-1 115 SANSE nebd ANAEY B ASE Ade] JFL )
b 2-2 75 SANSE BAlel AMAES] B ASE Ade] JFL 0|k
7P 2-3: 715 SANFE AR ANAEY BT ASE A JFS vl
P 2-4 715 SAMRE B ANAEY B ASE Hue] P o)A,
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3. B ﬂyﬁ/a,] Oﬂﬁl

Hl= Aprk(brand equity)o]Zel ofshd, anjxbge] 54 HllE diste] 7HAA == <)
o] oo F2 FlojH, ofldh A4Eol A BlEARte FAAR] JFe F
Hoh a3, 2=sige E%H‘:Oﬂ dE 2ol e IIEH Tad 98s @

]

o F BASge BUsel A gkl Q74 $AE GAN7IE AnRREe] Ysks o
A

AE ARANIES S ARe B wE 26 A B oA Aophdn AAeAY
dlosattin A7bEE HAsg e nissuc o dzad odd WA slEe) A%
SQW7} 2 71%5AQ) S0 wasle] A ZWel HAs o] ol AR AnAEe B
dEAEe] ol Helske B ATl AN HAAY 8918 Fa Avrch
4 3 mAEAAg 2 8918 BYX(BRICs) A 2ulAb5e] 3 A=E Hulo] JS
u] i,
M 31 BREAe) 7h Qe vkl AuAEe] #% AE A Qe v,
M 3-2 1 AR 2 891e wAlo} AAES] @ AE Ae] e mar.
4 3-3: HAEse] 7 2L R AvlAlEY] § A=E M) Qe v,
A 3-4: BAEAYS) 7 Q1 F avlAEe] @ AEE el IS v,

>~
F}EE

A= H%H‘ZOJ ‘24 (Samsung) ¥ LG M=E
H=Eo] o5 sl 7 ﬁ”afﬂ =% 7P g
RO
AT A A9S HY2A(BRICs) Ao ghAsto] AAlstaiz) ghtt 20039 ==
2k (Goldman Sachs)$] H.a1 /\1( reaming With BRICs: The Path to 2050)2 £3] A& =
Y2 (BRICs) &= F3tet AdAes 2t AAZBA L 34 Agdzlo =z dA) AAA <]
gk ol wrow A We=a gty BElA kel EHoR A RS
132 &S ZHaL Qlof 2147 7P 7k Az Ak AuAge R FEAYE
), T o]lE Aoz FmAFe] xFo] ] o]FoAal gl AAo|rt
To] TEAL BvElx 47 7S dF o= sty AT A o5 =rte] M o

rCI

L o e o

fr o 4T mx
O o rUlo =
N

re
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EAQD Bk, Badn, 7Y, 54 A9s SHeE deAE AR

= 31L7HA] 47 A9 9] 2 tistoll A J=Zo] djt dEAE
77 SHYE] =eS Wol A4 F2 dieke] MBASHIEN
kgl g 751T4 152 & 2959 ATAl= AI7E Qo] ATl ALl Rle
™, HFA R 72257 BAEAY. <& 2> " HAEA Y] 7 AAS dRS dEhdaL stk

HFEH
WELEA | FFHEEA | H5E o AE] AEE
Bapgd 200 1854 92.5% 180%- el st
Ao} 2005 1905 95.0% 1824- AAat=A:] vl kel
ol% 2005 189%- 94.5% 1795 Faculty Management Studies
Za 2003 1875 | 93.5% 1815 PER G S
A 800+- 7515 93.9% 7225

2. W 54

7o) u| A= Martin & Eroglu(1993)7}F 7l thxld =49HS =319t = 147H s

o5 FAE =I7lolu)x|E= 57 o] o]xfo]H E(five—point semantic differential scale)i &3
o FAARD g2 DA, @U]—Zr‘ T, QUL @AIAFAA, @*}mﬂ L=
®OxFHE, QuUSFTE, @FATE, OGNS T, WAARJMIEAY, WstEe] AL, @*ﬁ

AHAEY] F4, BALTE, 7]%"1? T ToE AU

7158 &4 digt AH|AEY] "J%‘% 57FA] 8 = technical advancement, prestige,
workmanship, price, serviceability® =743} t}. o] 3EEL Han & Terpstra(1988)¢] <371l
A FojA=t], o]+ Nagashima(1970, 1977)2] AT A}EH 147] 58 Q283 7o)y
o] 5ol e 53 ofofAfe]H R AT

BA=NA Y SAAFE Jennifer Aaker(1997)0A AAE FEES APHIRALE Esfo] 4.
Heksto] ARgeldY. =, A (sincerity), % (excitement), AM17H(competence), Al#Ad
(sophistication), 214 (ruggedness) 9] 5714 /A L AE AHdt= 207 FE-S AFRSHo] 54

SCEBRIEEEES LTS

BHAPE HIEE A7) g3 HeE ‘O0BRAEE Adsta At/OOrACE Mestar
AA g, BRls FujeEs (OOHNES Pt At/OORA=E st 24 ey

ehe 27b42 AHg3kaL 9LOm(J, Aaker 1095), 0|2 S5 15tel 54 olol Ao HES Ag
ssiet.
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3. AAEA

578 el diste] o8 FHor SAH
2 EPAAEAS AAEITE 2 Al E 2lEdE A8
AEn}8l &3k (cronbach’s alpha) Al-E ©]-&38ke] 4 L#HA

= a-5t0] U7
o] =i o R QM (factor analysis)S AASFATE ¥
Q
=]
q’:{

o,

o =
les Fal BAed WEEE AZjstaat sl of7ldl FEE Qe ddE WMeEo]
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Abstract

A Comparative Study on the BRICs Consumers’

selection of Korean Product

Seong-Hwan Yoon®

This thesis researches how country image and product attributes as well as brand
personality influence BRICs consumers’ selection of Korean cell phones and the strategic
implications of this study are as follows. First, country image has more influence on
Russia consumers than three other consumers on selection of Korean cell phones and
Chinese consumers have relatively more influence by Brand personality. Second, All BRICs
consumers have more influences by product attributes than other two factors, and Chinese
consumers have more influences by product attributes than three other consumers have.

Throughout this study, it can be acutely recognized that brand personality and product
attributes as well as country image influence on selection of cell phones made in Korea
although there exist differences among BRICs consumers. This study suggests Korean
corporates planning to extend its business in BRICs need effort to develop representative
brands with a unique personality. Especially this brand image well representing country
image of Korea can enhance consumers’ loyalty.

H =2 §102 2011 118 282, =24AIY : 20119 123022, HTHEHY : 201249 128 162

* Assistant Professor, Department of Chinese Studies, Keimyung University.



